The purpose of this study is to examine the motivational diŠerences of attending a sporting event between local residents and non-residents. A questionnaire-based survey was conducted among the spectators of the triathlon events held in Odaiba and Yokohama. Seven factors namely aesthetic, interaction, achievement, skills, knowledge, performance, and drama, were revealed as key motivators for attending the sporting event. The results also revealed several diŠerences in spectators' motivations for attending the event based on spectator types. In addition, the estimated variance was relatively high, suggesting that motivational factors are potentially only one aspect that explains spectators' repeated attendance of a speciˆc sporting event. While several limitations were acknowledged, this research contributed by highlighting the possibility of using geographical residential status to segment spectators for future research.
Introduction
Since the Tokyo Olympic Paralympic Games are to be held in Japan, the Japanese government has declared a target to grow the sport related industry from 5.5 trillion yen in 2012 to 15 trillion yen by the year 2025 (Japan Sports Agency, 2016) . To achieve this goal, the Japan Sports Agency is keen on increasing the share of population that``participates'' in the sport in any capacity, either as participant, spectator, or supporter. In Tokyo, this situation is manifested among sport participants. Thanks to the popularity of the Tokyo Marathon, which was widely opened to citizens, 197 full marathons and more than 2,000 half marathons and fun runs spread across Japan (Harada, 2016) . Thus, it is clear that endurance sporting events have penetrated citizens' lifestyle. Several sports are included as endurance sports, which require the ability or strength to continue or last, despite fatigue, stress, and other adverse conditions. Triathlons, another type of endurance sport, were invented as an alternative workout to track training in the 1970s, making their Olympic Games debut at the 2000 Sydney Games (IOC, n.d.) . Triathlons also ‰ourished across Japan. Theˆrst triathlon was held in 1984, andˆve events were held in that year; 30 years later, the number had risen to 290 (Japan Triathlon Union, 2015) . From these numbers, it is clear that triathlons have become popular over the last 30 years with growing participation as athletes.
To successfully establish the sporting industry as one of the leading industries in Japan, it is not only important to increase the number of participants at an endurance sporting event, but also to suggest that resident spectators of sporting events could contribute towards the growth of the sport industry. To do this, local government, policymakers, and business persons need to assess the level of support for or opposition to the sporting event from local residents (Hernandez et al., 1996) . However, many researchers have focused on visitors' economic impact toward the host city in order to enlist the support of politicians and local governments (Crompton et al., 2001 ). The economic impact on the host city of staging a sporting event is indeed crucial; nonetheless, development of attendance levels requires focus on both local residents and visitors (Snelgrove et al., 2008) . Also, local residents' involvement and support can emerge from oŠering volunteer services, turning events into urban festivals, creating a local event atmosphere, and interacting with spectators, athletes, and visitors (Ma and Kaplanidou, 2017) . Several studies have stated that local residents' involvement leads to higher support and is critical to the event's success (Gursoy and Kendall, 2006; Zhou and Ap, 2009 ) as well as long-term economic viability. This is not merely because local residents support the event itself, but also because they create a positive atmosphere by attending the event (Preuss and Solberg, 2006) . From these statements, Chen (2011) concluded that local residents have become``event attendees'' as much as tourists have, implying that it is vital to understand local residents' perceptions of participating in sporting events as spectators.
From the tourism perspective, several researches have stated that stimulating motivation could diŠer by demographic characteristics, frequency of visit, resident status, and so on (Formica and Uysal, 1998; McDowall, 2010) . Understanding the attendees' perceptions, particularly resident situation, may in‰uence the potential attendance of the sporting event. Although the centrality of revealing the motivational diŠerences between residents and nonresidents is relevant to increase event attendance, sport marketing research does not study the diŠer-ences among these categories.
Literature review

Motivation for spectating team sport
Recognizing consumer motivation is theˆrst step for marketers. Motivation for sport spectatorship is a very popular topic in sport marketing research. It is crucial for professional sport marketers to recognize spectators' motives, as revenue related to game attendance directly in‰uences the income of a professional sport team (Won and Kitamura, 2006) . Sport fans or spectators attend to watch a stadium game for diŠerent reasons and these aspects are crucial for sport marketers to better understand customers. Wann (1995) was theˆrst to examine sport spectators' motivation, suggesting the development of a Sport Fan Motivation Scale (SFMS) comprising eight factors-eustress, self-esteem, escape, entertainment, economic, aesthetic, group a‹liation, and family-represented by 23 items. While the SFMS scale was established based on sport sociology, there were several limitations with respect to content and discriminant validity. Arising from the occurrence of such validity problems, many researchers focused on spectators' motivation in diŠerent situations. Trail and James (2001) tested spectators' motivation by a questionnaire survey of Major League Baseball season ticket holders. They developed a motivational scale, named the Motivation Scale for Sport Consumption (MSSC), which comprised nine factors: achievement, knowledge, aesthetic, drama, escape, family, physical attraction, physical skill, and social interaction. Moreover, they concluded that the MSSC scale had the best psychometric properties overall to accurately and reliably measure motivations for sport spectator consumption behavior and suggested that the MSSC scale should be tested on diŠerent sports. Indeed, much research has explored the psychological factors aŠecting the motivations of sport spectators in the US context.
Following the development of several scales related to sport consumers' motivation, constructive research since Kwon and Trail (2001) has suggested that motives that drive the spectators of a particular sport to consume a certain sport may diŠer across countries, cultures, and contexts (e.g., spectators attending mega sporting events, individual sports, and so on). Won and Kitamura (2006) suggested that the East Asian sport market has been gaining more attention; therefore, they compared the diŠerences in spectator motivation between Koreans and Japanese. Adapting a 10-factor motivational scale, they discovered that team identiˆcation and escape motivation explained the intended attendance in future games for both leagues. However, although both countries had the same sport professional league, the spectators motivational construct towards consumption behavior variances were diŠerent. Funk et al. (2001) developed a scale that highlighted FIFA Women's World Cup spectators in 1999. They claimed that the previous scales developed in sport marketing research mainly targeted men's sports rather than women's sports and therefore, did not adequately cover the uniqueness of women's sport motivation. The authors established a motivational scale of this sporting event, named the Sport Interest Inventory (SII), consisting of 10 factors: support for women's opportunities, social opportunities, aesthetics, drama, excitement, interest in players, national pride, vicarious achievement, interest in soccer, and interest in team. Another research published by Funk et al. (2009) introduced the SPEED scale, which conceptualizes focus on the core facets of motivation for sport spectatorship. The questionnaires were distributed among spectators at the Australian Rules Football game and consisted ofˆve factors: socialization, performance, excitement, esteem, and diversion, measured on a 10-item scale. The objective of this SPEED scale was to simplify the spectator motivation scale as possible to bring parsimony to the study of sport spectator motives. From these studies, it is apparent that motivational factors diŠer not only by sport categories but also by sociodemographics.
Spectator motivational factors of individual sport
Other research has focused on individual sporting events spectatorship. According to Kim et al. (2008) , understanding the motivation that stimulates emerging sport spectators will enhance sport management literature. In their research, questionnaires were distributed to spectators who attended Mixed Martial Arts (MMA) games. The factors were adopted from previous scale motives, which were applicable across a wide range of team sports, and also from SII and SFMS (Wann, 1995) . Ten factors (sport interest, drama, aesthetic, socializing, violence, vicarious achievement, adoration, escape, national pride, and economics) were reported as spectating motives. Another research done by Robinson et al. (2004) has explored the motivating factors among spectators of a golf competition using MSSC, which yielded robust results. They have stated that attending and viewing a golf tournament diŠer from spectating speciˆc individuals competing rather than team. Suggesting the necessity to explore the possibility of diŠerence of spectatorship originally come from the diŠerences in the nature of the event itself. James and Ross (2004) tested whether similar motives in‰uence consumption across multiple nonrevenue sports, speciˆcally baseball, softball, and wrestling. The results indicated that those attending wrestling matches enjoyed athletes' physical skills and the drama of the matches more than spectators of the remaining sporting events and yielded the conclusion that the motivation for attending each of the three nonrevenue sporting events was based on factors associated with sport, in general. Kim et al. (2008) stated that individual sport spectators have diŠerent motivations as compared to spectators of team sports. For individual sports, as there is no team to support, the spectators might be more motivated by their interest in the sport itself. Wann et al. (1999) stated that individual sport spectators have a lower preference for eustress, selfesteem, escape, entertainment, group a‹liation, and family motivation to spectate the game while aesthetic motivation is signiˆcantly higher compared to spectating team sport. McDonald et al. (2002) revealed that signiˆcant diŠerences exist between spectators of individual versus team sports with respect to achievement, skill mastery, physical risk, aggression, aesthetics, value development, and self-actualization. In Wann et al. (2008) , survey participants were required to answer the SFMS scale about their favorite preferences among 13 diŠerent sports. The results showed that the aesthetic motivation factor was signiˆcantly higher for those who preferred individual sports, whereas eustress, selfesteem, group a‹liation, entertainment, and family were signiˆcantly higher for those who had chosen team sports. Table 1 shows the list of studies analyzing spectator motives in both team and individual sports. While the importance of uncovering consumers' motivational factors is crucial for suggesting a marketing strategy, there is still no scale that has been widely accepted (Funk et al., 2001 ). However, according to some research, the key factors identiˆed as motives for sport consumers can be divided intô ve major factors-aesthetics, family, socializing, vicarious achievement, and drama-although all factors are not expressed using the same language (Kim et al., 2008) . From this plethora of sport spectator motive studies, the majority of research has dealt with traditional team sports even for spectating individual sports, which indicates that spectating a sporting event might rely on the same factors. These studies also indicate that individual motives should be rationalized for each sport James and Ridinger, 2002; Mahony et al., 2002) , which suggests the necessity of introducing a motivational scale for triathlon events. 
Residents versus non-residents segmentation
Segmenting consumers is an essential task for marketers to understand consumer needs and to develop targeted marketing strategies and marketing mixes for diŠerent group of consumers (Alexandris and Tsiotson, 2012; Tapp and Clowes, 2002) . According to Liu et al. (2010) , there are two market segmentation methods: a priori and posteriori. The priori segmentation method is formed based on researcher's prior knowledge and experience, while the posteriori method is based on empirical marketing research data and identiˆes groups with common characteristics. Variables commonly used for this method are demographic, socio-cultural, geographic, behavioral, and psychographic. Numerous studies enabled to capture the diŠerences among both team and individual sport spectators' motivation diŠer by socio-demographic segments. Although various segmentations were adapted, there remains a lack of research on one-time sport events and variations among diŠerent types of event attendees, such as primary purpose visitors, casual visitors, and locals (Snelgrove et al., 2008) . Comparing the purposes of attending an event would help researchers to better understand the cognitive and aŠective bases of sport event tourism (Snelgrove et al., 2008) .
Four categories are mainly used in traveler segmentation studies from a tourism perspective: demographic, geographic, psychological, and behavioral (Moscardo et al., 2001) . Some demographic diŠerences were revealed between residents and non-residents who attended festival events; non-residents were younger and represented by more males than residents (Mohr et al., 1993; Uysal et al., 1993) . Another research suggested that there are motivational diŠerences among these two segments; local residents were more driven by socialization contrary to non-residents who were motivated by entertainment (Formica and Uysal, 1996) .
Although classifying spectators by geographic segments is popular because of its ease of use, there is still a lack of studies exploring their diŠerences from the sport marketing perspective. Such studies could show that dividing spectators by residential status could enable a new phase of target marketing and that motivation for attending a sporting event 224 224 from outside the venue could vary depending on the visitor segment, which is also an important variable to diŠerentiate marketing strategies. In addition, from a sport marketing perspective, Trail et al. (2003) noted that sport-speciˆc motives could be operated by sport marketers as segmentation, for example, by comparing spectators who were residents versus non-residents. Snelgrove et al. (2008) indicated that future research should examine the primary purposes of residents versus visitors behind attending a sporting event. This study aimed to reveal the demographic and motivational diŠerences among spectators who are the residents or nonresidents. An additional test was conducted to explore which motivational component in‰uences spectators' behavior to re-attend the event.
The purpose of this research is four-fold, namely to: determine statistical diŠerences in sociodemographics among residents and non-residents, develop a motivational scale for triathlon spectators, reveal the diŠerence in motivational factors for attending triathlons by geographical status, and uncover factors in‰uencing spectators' intention to re-attend triathlon events. Both of these events are among the largest events ever held, whether in the national or international category. High quality races are expected for both of the championship events. Questionnaires were distributed to the spectators before the event commenced. The researchers used a convenient sampling method stratiˆed by both age and gender. Well-trained surveyors attended a block of the event courses to estimate the spectators' gender and age. From 988 questionnaires distributed, 831 were returned, resulting in a response rate of 84.1z. Among the questionnaires returned, 283 were rejected because many items were left blank, yielding a usable response rate of 65.9z.
Measurement and data analysis
A seven-factor, 19-item motivational scale was adopted, which was rated in 5-point Likert scale anchors, where 1 is least important and 5 is most important. The analysis involved conˆrmatory factor analysis (CFA), t-test, and multiple regression analysis. CFA was conducted to evaluate the measurement model. The overallˆt of the model was evaluated using the followingˆt indexes: chi-square to degree of freedom ratio (x 2 /df), comparativeˆt index (CFI), Tucker-Lewis Index (TLI), and root mean square error of approximation (RMSEA). The measurement model was further assessed by examining factor loadings, average variance extracted (AVE), and construct reliability (CR) (Hair et al., 2010) . The threshold for CR was .60 and that for AVE was .50 (Fornell and Larcker, 1981; Hair et al., 2010) . In addition, the discriminant validity was calculated by assessing whether the items' correlation coe‹cients were smaller than the square root of the AVE values. The data were analyzed using SPSS version 24.0 and Amos version 24.0.
Results
The questionnaire survey was completed by 548 attendees. Of the spectators, 62.6z were male and 37.4z were female. The average age of the spectators was 40 years and the standard deviation was 13.32. Of the spectators, 51z came from other prefectures and 48z from the location of the sporting event. In addition, 37z of spectators had prior experience participating in a triathlon competition, whereas most spectators had never participated (see Table 2 ).
Using the valid samples,ˆrst, the chi-square test was conducted to test for diŠerences based on spectators' residence status (see Table 3 ). There were no signiˆcant diŠerences between gender and residential status (Pearson's chi-square＝.018, n.s.), however there was a signiˆcant diŠerence in age and residential status (Pearson's chi-square＝11.43, p ＜.05), which indicates that non-resident spectators were signiˆcantly younger than their resident counterparts. Also, there were signiˆcant diŠerences in triathlon experience between residents and nonresidents (Pearson's chi-square＝43.21, p＜.001), which indicates that non-resident spectators have a higher tendency to actually participate in triathlons. In the next step, CFA was performed to evaluate the measurement model. All modelˆt indexes were in good shape (x 2 /df＝4.435, CFI＝.936, TLI ＝.916, RMSEA＝.079) and all indicators' factor loadings were above the threshold (.70). Next, the convergent validity and reliability of the measurement scale were calculated. The recommended level of CR was .60 (Hair et al., 2010) and that for AVE was .50 (Hair et al., 2010) . All factors' AVE and CR were above the threshold (see Table 4 ).
Furthermore, discriminant validity was tested by comparing the indicators' correlation coe‹cients with the AVE. Table 5 shows that each factor's AVE was greater than each variable's correlation coe‹cient except for``performance'' and``drama''. To check the problem of the discriminant validity between performance and drama, item to total correlation test was performed. All items correlations were smaller than each composite factor, which implied that there was no need to eliminate the items from the scale (see Table 6 ). Based on the CFA results, the motivation for triathlon spectators was explained by seven facets. Theˆrst factor, aesthetic, relates to the beauty of the game itself. The second factor, interaction, describes communication with those whom a spectator attends the game with. The third motivation is achievement, which is accomplishment or acquisition a spectator gains from watching a game. The fourth andˆfth motivations relate to a game's technique or tactics, and the players' skills and knowledge. The sixth motivation is performance, which is linked to the hard work of top athletes. Theˆnal motivation is drama, which explains the excitement of a triathlon event. The results of the CFA empirically show that triathlon spectators' motives can be explained by seven facets. The next analysis compares the motivation scores of residents versus non-residents. To do so, a t-test was conducted. The results for residents versus non-residents were calculated rst using a composite score for each motivation factor. Residents scored signiˆcantly higher than non-residents inˆve factors (Interaction Residents Table 7 ).
The next analysis was conducted to test which motivation most in‰uences the intention to participate in the sport experience again. Multiple regression analysis using simultaneous regression was conducted to assess the relationship between spectators' motivation to predict the intention to attend the triathlon event again (see Table 8 ). A single item was used toˆnd out if the spectators want to visit the venue to spectate the triathlon event again. For residents, aesthetic ( b＝.14, p＜.05), achievement ( b＝.22, p＜.01), skills ( b＝.18, p＜.01), and performance ( b＝.15, p＜.01) motivation best predicts intention to attend another event, whereas for nonresidents, achievement ( b＝.26, p＜.001), skills ( b ＝.13, p＜.05), and performance ( b＝.27, p＜.01) are the strongest motivators. As Table 8 shows, among resident spectators, more than 40z of the variance in intention to spectate another triathlon event was explained by four motivational facets, while for non-resident spectators, the adjusted Rsquared was slightly lower than that of residents.
Discussion
This study produced severalˆndings. First, it revealed that there was no signiˆcant diŠerence between gender distributions by residential status. However, an analysis of age revealed that nonresidents were younger and further analysis showed that non-residents had a higher tendency to have prior experience participating in triathlons. The results of this research were partially supported by the research conducted by Mohr et al. (1993) and Uysal et al. (1993) , which stated that non-resident festival attendees are signiˆcantly younger compared to residents.
Anotherˆnding of this study is the identiˆcation of seven motives of triathlon event spectators: aesthetic, interaction, achievement, skills, knowledge, performance, and drama. All facets are similar to previous research on spectators' motivation for both team and individual sports. Several previous studies have suggested that interaction, which is a motivation related to communication with other spectators of a game, and achievement, which is disclosed as self-esteem and vicarious achievement, is comparatively weak for those who spectate an individual sport (Wann et al., 2008) . However, the interesting point of a triathlon is that although it is itself an individual sport, those who participate in triathlons train in teams, which suggests that athletes with experience participating in a triathlon event could be motivated to attend a sporting event to cheer on teammates participating in the competition.
As stated in the literature review, segmenting spectators is a useful tool for sport managers and marketers to better understand the characteristics and needs of particular groups (Snepenger, 1987) . Numerous studies have stated the centrality of classifying spectators into socio-demographic segments. However, this research has clariˆed the novelty of using geographic residential status in a sporting event context as another crucial component to understand customers. Testing for signiˆcant diŠerences between residents and non-residents in their motivation to attend the triathlon event revealed that residents were signiˆcantly motivated in ve out of seven motivational facets. This could be related to residents' unfamiliarity with the triathlon itself, which meant that many motivations stimulated them to go to the venue. Several studies stated that casual fans with lower identiˆcation may be motivated to attend simply by the entertainment value of the product and may be more attracted to the sport for its pleasurable or stress-relieving qualities .
The result of an additional test shows the diŠer-ence between spectators' residential status by motivation in predicting their intention to spectate the triathlon event again. Since the motivation scale predicted more than 35z of the variance, which is a very high percentage in the sport marketing literature (e.g., Mahony et al., 2002) , this could suggest that the seven motivation factors comprise one aspect that explains spectators' continuous attendance of a speciˆc sporting event. It also has to be recognized that re-attending the sporting event is diŠerent than spectating a professional sport; professional sport is held every week during the season, whereas sporting event is held once a year. The nuance will be diŠerent for spectators' perception attending to a``daily'' activity nor attending to à`f estival''. A more in-depth analysis of results indicates that achievement, skills, and performance motivation in‰uenced intention to re-attend for both residents and non-residents, while aesthetic motivation was relevant only for residents. These three motivational factors aŠected all spectators of the triathlon event, which indicates that these motivations are the core factors to motivate triathlon as a spectating sport. For residents, the achievement factor was the strongest motivational factor among all, while performance was the strongest in‰uencer of re-intention among non-residents (see Table 8 ). This could also be explained in terms of whether spectators have personal tri-athletic experience or not. For residents without personal experience as a triathlete, motivation related to delegated aspects were important. On the other hand, non-residents who were not just spectators but triathletes themselves may showˆne discrimination in spectating triathlons to gain additional knowledge, tactics, or techniques for their careers as triathletes.
For the sporting event marketers, it is crucial to reveal that there are motivational diŠerences according to the segmentation of spectators, which advocates the formulation of distinctive marketing strategies for each segment. As stated, residential status could be one of the important segmentation variables for marketing strategies among sporting events. Focusing not only on non-residents but also developing a marketing strategy for residents will lead to creating a positive atmosphere, making it successful.
Limitation
Although this research has contributed in both academic and practical terms, there are a few limitations and suggestions for future research. First, the discriminant validity of the motivational scale was partially inadequate. An additional test was conducted by calculating the item-to-total correlation and no items were eliminated; yet, drama factors' correlation coe‹cient was slightly higher than the performance AVE. This could be explained in that both drama and performance motivation are related to the core product of the triathlon event. Since the majority of the sample for this study comprised those who had never participated as a triathlete, these two elements resulted in having a strong relationship.
Despite seven factors were revealed as explanatory motives to spectate triathlons, other factors could be included to represent the characteristics of triathlon as a sport. This research used an existing scale where all factors were included in analyzing team and individual sports. Nonetheless, since triathlon is also a sport where spectators could be participants, the motives for participating in a particular sport could also be crucial. For example, Ko et al. (2008) have introduced a motivational scale for participating in freestyle motocross adapting the McDonald et al. (2002) scale. From their research, there could be an overlap between motivations of participating and spectating sport.
Also, several researches in motives of individual sports indicated the importance of point of attachment towards the players (James and Ross, 2004; Ko et al., 2008; Robinson et al., 2004) . Future research could adapt this motivational scale to include additional factors related to participating sport motivation items and attachment towards the players. The next suggestion for future research was inspired by the fact that although the adjusted Rsquared was high compared to other sport marketing research, the non-residents value was low. This could indicate that these spectators are motivated by other psychological connections to triathlons, such as attachment, involvement, or loyalty, for which there might already be awareness among those who have participated in a triathlon event as participants. Mahony et al. (2002) stated that attachment toward a team is positively related to frequency of attendance of a professional sporting event. Future research should consider additional variables to reveal triathlon spectators' perceived attitudes. Additionally, only a single item was used for testing the spectators' perceived awareness of attending the sporting event again. Many studies have adapted a single item as their dependent variable in sport marketing research; however, for future research, the dependent variable could be tested using not only spectators' behavioral attitudes but also their psychological attitudes. Theˆnal limitation is that the segmentation used in this study is based on only the residential status. Alexandris and Tsiotsou (2012) suggested that the combination of diŠerent segmentation criteria can be used; accordingly, future research should include another demographic or psychological variable to examine triathlon spectators more intensely.
